Graphic Standards 
for application of theme: 
“The knowledge business” 


Business Literature 
Print Advertising 
Television Sign-Off Tag 
Exhibits 


Introduction 

“The knowledge business” is the ad- 
vertising theme for the Bell System's 
Business Segment for the 1980's. This 
theme will be used in conjunction 
with the bell symbol as the principal 
company identification on sales- 
promotion materials, as well as in our 


business-directed advertising. 


“The knowledge business” will signal 


the Business Segment's most sophis- 
ticated marketing efforts. Use of this 
theme is intended primarily for graphic 
materials concerned with such sub- 
jects as advanced communications 
systems, information management 


Demonstration A: First Preference. 
One-line configuration, with the bell 
symbol centered below the theme. 
This configuration is always to be 
given first preference. The theme 
positions 1/2X from the bell symbol, 
as shown. The type face is Helvetica 
Medium with initial cap “T” only. The 
type size of the theme, based on the 
cap height, is to be one-third (1/3X) 
the diameter of the bell symbol (X). 


Demonstration B: Second Prefer- 
ence. One-line configuration, with bell 
symbol preceding the theme. Either 
of the one-line configurations 
(Demonstration A or B) is preferred 

to the two-line or three-line configura- 
tions. (Note: The bell symbol centered 
below the theme—Demonstration A— 
is first preference) The one-line 
configuration (A or B) is to be used, 
except where there is insufficient width. 


Demonstrations C and D: Optional. 
Use only where horizontal space is 
insufficient to permit use of either of 
the one-line configurations. Type size 
reduces in two and three-line config- 
urations. In Demonstration C the type 
size of the theme, based on the cap 
height is one-quarter (1/4X) the diam- 
eter of the bell symbol (X). Overall 
depth of type of Demonstration D 
should not exceed three-fourths the 
diameter of the bell symbol (3/4X). The 
type is “set solid? without “line-leading’ 


Demonstration E: Optional. Two-line, 
centered configuration. Symbol centers 
below theme. Type is “set solid’ 


Demonstration F: Optional. lwo-line, 
flush left configuration. Symbol flush left 
below theme. Type is “set solid’ 
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and industry-specific solutions to 
business problems—areas where we 
put our technological, organizational 
and marketing expertise to work for 
our Customers. 
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For application to: 
Business Segment Literature 


Demonstration A: When no industry 
symbol is shown in the top (corporate 
identification) panel, the one-line con- 
figuration with the bell symbol pre- 
ceding the theme is used. This is 
necessary because the vertical space 
is too restrictive to permit the bell sym- 
bol to be centered below the theme. 


Demonstration B: The theme must 
be separated from the industry sym- 
bol by a space that is more than 1/2X 
the diameter of the bell symbol (X). 


Demonstration C: The theme (3-line 
or 2-line) cannot be deeper than 3/4X. 


Demonstrations D and E: The theme is 
to be shown in the primary identification 
area on printed Business Segment lit- 
erature. The company signature should 
be shown as the last statement at the 
end (or on the back cover) of the 
printed piece. 


Demonstration F: Incorrect. The 
theme should not be shown in a sec- 
ondary position, or as a “tag line” to 
the company name. The theme is not 
to appear in the industry symbol area. 
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For application to: 
Print Advertising 


Demonstration A: Correct. The theme, 


with the bell symbol, is the approved 
signature for business-directed print 
advertising. The company’s name need 
appear only in the text copy of an 
advertisement. The company’s name 
may appear at the end of the text or 
within the body of the text, in the 
same type face, weight and size as 
the rest of the copy. The company’s 
name may also be set in a bolder 
weight than the rest of the text copy, 
as shown. 


Demonstrations B and C: Correct. 
Example B may be used because 
there is insufficient vertical space to 
position the bell symbol below the 
theme. The two-line configuration (C) 
is acceptable only where horizontal 
space (width) is limited. 


Demonstration D: Incorrect. Do not 
position the company’s name imme- 
diately above, or adjacent to, the 
theme and bell symbol. It will tend to 
compete with the theme. 


Demonstration E: Incorrect. In print 
advertising, the theme must not print 
below the bell symbol. The bell symbol 
requires the more prominent position. 


Demonstration F: Incorrect. The 
conventional company signature 
should not be used in conjunction 
with the theme as a “sign off” for print 
advertising. The theme, with the bell 
symbol, is approved as an appropri- 
ate signature for print advertising. 
See Demonstration G. 


Demonstration G: Correct. Print ads 
may show a company name in the 
headline or as part of a sub-head, 

and sign-off exactly as shown in this 
demonstration. The theme is separated 
from the bell symbol by a space 
equivalent to one-half the diameter of 
the bell symbol (1/2X). 
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For application to: 
Television Sign-Off Tags 


Demonstrations A and B: Correct. 
These configurations are approved 
for television “sign-off” only. The bell 


symbol is centered below the theme. The kn ge business 
The bell symbol is positioned the full X 


1© 


diameter of the symbol (X) away from 
the theme. The positioning of the bell 
symbol must remain constant, in order 
to produce a desirable visual effect 
whenever a company name is added 
to the last frames of the “sign-off” 
(Demonstration B). 


The position of the company name, 
relative to the bell symbol, is deter- 
mined by Bell System Corporate 
Identification Program graphic 
guidelines. 


The theme must be shown in the G 


one-line configuration, with the bell lling Æll 
symbol centered below. This allows 
for maximum size and readability of 
the theme. The width of the theme 
must be maintained well within the 
“TV-Safe” specification. 


Thekno -dge business 


Demonstration C: Incorrect. Never 
show the theme as the last line of a 
sign-off tag. 


Demonstration D: Incorrect. Do not E 
show the bell symbol equidistant to 
the theme and company name. It The know dge 
must be separated from the theme by busi s&s 

the full “X” spacing—whether it appears ¢ 

with or without the company name. 


Demonstration E: Incorrect. The 
two-line configuration for the theme 
must not be used for TV sign-off. 
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Demonstration F: Incorrect. The 
theme should never be shown so 
small as to become unreadable for 
television viewing. 
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For application to: 
Exhibits 


A Y 
Demonstration A: This guideline T " 
applies to exhibits only: When the Y h k j dg b 
type-size used for the theme becomes © e now e e USINESS 
greater than one-half the diameter 
of the bell symbol, the space 
between the symbol and the theme B C 
should be equal to the height of the 
capital letter (Y). This is particularly The | The 
important on exhibits, so that a proper 


staging area is visually maintained knowledge knowl ge 


between the bell symbol and the 


theme. b 1 1 
ess DUSINESS 
Demonstration B: Optional, for use Y Yax 
on exhibits only. Demonstrates a 
three-line vertical configuration, with x X Ò 
the extended staging (Y) between the 


bell symbol and theme. This config- 
uration may be used on exhibits 
where horizontal space (width) is 
extremely limited. 


Demonstration C: Incorrect on 
exhibits. Staging that uses the 1/2X 
guideline is insufficient for long-range 
viewing. The two elements would visu- 
ally close up and would appear to 
become a single unit. 


Demonstrations D and E: Show 
applications to prototypical exhibits of 
the preferred one-line configuration for 
principal, long-range identification. 


The company identification (name and 
bell symbol) should be shown on a 
secondary surface, that is not at the 
same viewing angle as the theme. 


Demonstration F: The approved con- 
figuration shows the bell symbol as 
the final, “proprietary” statement. 
However, if the symbol positions low The 

enough to be blocked-out by passers- knowledge 
by, then the positioning should be business 
reversed. See Demonstration G. 


Demonstration G: In order to 
maintain unobstructed visibility of the 
bell symbol on exhibits, it may be 
moved to a position above the theme. 
This should be done whenever the 
bottom of bell symbol would come to 
a point /ower than six feet (6’) from 
floor level. 


Points to remember 
concerning “The knowledge 
business” theme...for 
Business Segment use only: 


A. The theme is approved to replace 
the conventional company, (or corpo- 
rate) identification signature on cer- 
tain business-directed advertising 
and promotional materials. Use of 
this theme is intended primarily for 
graphic materials concerned with 
such subjects as advanced com- 
munications systems, information 
management and industry-specific 
solutions to business problems. 


B. When used as a signature, the 
theme must a/ways be shown with 
the bell symbol. 


C. The bell symbol must always be 
given the principal position of impor- 
tance relative to the theme, regard- 
less of media. 


D. The one-line configuration with the 
bell symbol centered below the 
theme is to be given first preference. 
The one-line configuration with 

the theme, preceded by the bell 
symbol on the same line, is the 
second preference. 


E. The bell symbol must never be 
shown in a size that is smaller than 
the size of the type used for the 
theme. An approved guideline to fol- 
low directs that the typography of the 
theme—whatever the configuration— 
should not exceed three-fourths the 
diameter of the bell symbol (3/4X). 


F. Additional information. 

If you have any questions relative to 
the application of “The knowledge 
business” theme, you are urged 

to contact: 

1. Your company Corporate Identifica- 
tion Program administrator, or 

2. Advertising Manager-Graphic 
Design, AT&T Public Relations and 
Employee Information Department, 
New York, New York. 

Telephone: (212) 393-2707. 
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